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Mercury launches own 
ax response bureau 


ercury has announced the 
launch of a major fax 
response bureau, Faxess, 


which will allow hundreds of 
callers to access fax information at 
the same time. 

The news will come as a serious 
blow to SPs and manufacturers 
slice of the 
potentially lucrative fax market. 

The whole area of premium rate 


aiming for a 


fax response has fired the 
imagination of SPs in recent 
months, and if Faxess allows fax 
response without significant 
additional equipment costs, then 
many will welcome it. 

But others will not be so happy. 
Some SPs who had been planning 
to launch audiotex fax response 
bureaux claimed that the launch 
broke undertakings by Mercury not 
to compete against independent 


SPs. The launch will also be bad 
news for manufacturers offering fax 
response equipment and peripherals. 

Mercury denied the suggestion 
that it was muscling in on SPs’ 
territory. “We won’t become a 
Supercall,” said Stephen Beddow, 


Trent Holmes 


marketing manager at Mercury 
Facsimile Services (MFS). 


T wo major European markets 
have postponed launching PRS 
networks by at least a year. 

In Spain, Telefonica has 
confirmed that the launch planned 
for the end of this year has been 
shelved until at least the end of 
1991, and Germany’s Bundespost 
has confirmed it will not open the 
market to SPs until spring 1992. 

News of the postponements will 
be a blow to multinational SPs in 


The Faxess service is highly 
flexible, and can be accessed by 
callers dialling from either fax 
machines or phones. In both cases, 
callers will be given voice 
prompts to enable them to choose 
the information required. 

Callers from faxes will have 
information requested sent 
automatically to their fax; those 
using touch-tone phones can input 
the number of the receiving fax 
machine. 

Callers with pulse phones can 
be directed to operators who will 
talk them through their choices. 

Faxess was launched at Mercury’s 
recent Centrex Forum, and the 
network provider believes that the 
service will be a valuable add-on for 
Centrex users, although subscribing 
IPs will not need to be Centrex users. 

According to Mercury, SPs will 


European plans put on ice 


the UK, Holland and France. 

In Spain, political pressure has 
been put on the national telephone 
company to concentrate on its core 
business, following widespread 
dissatisfaction with the quality of 
service on the basic network. 

As well as delaying the launch 
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of its PRS network, Telefonica has 
had to postpone the launch of its 
joint venture between TS1, its 
equivalent of Supercall, and Dutch 
company Teleservice. 

In Germany, the Bundespost 
plans to launch a 12-month “trial” 
of its own services next March. 
The trial will run over 800 lines, 
and the results will be carefully 
analysed before the network is 
opened to other SPs in 1992. 

Some would-be SPs have 
questioned the extent to which this 
will really be a trial service, as 
opposed to an attempt to sign up 


be able to resell the Faxess service 
to end-users. Beddow stated: “We 
will be invisible as far as the end- 
user is concerned.” Callers will 
believe the service is being pro- 
vided by an IP’s own equipment. 

Closed user groups will be able 
to incorporate account and Pin 
number validation, and long- 
distance or foreign calls can be 
barred if required. 

Commenting on the launch, 
Trent Holmes, general manager of 
MEFS, said: “‘This new service will 
undoubtedly have a broad range of 
applications. Users of Faxess- 
based services will find it an 
extremely easy method of getting 
the information they require, 
where and when they want it.” 

Faxess will be available for both 
0839 and PSTN access. “Mercury 
sees significant opportunities on 
the non-0839 network,” said 
Beddow. “How people route the 
service is their own business.” 

Pricing for the new service 

remains to be announced. 
M Mercury has arranged a 
demonstration line for Faxess, on 
(081) 419 0202. The Pin number 
to access the service is 0839. 


major IPs and media owners prior 
to opening 
independents. 

One disgruntled Dutch SP 
claimed: 


the market to 


“They’ve been busy 
collecting everybody’s German 
business plans.” 


as we go to press 


Wilson shuns Atiep 
Bill Wilson, head of William Hill 
Leisure, has decided to stand down 
as an Atiep board member. 

Wilson commented: “We at 
Hills are quite happy to be mem- 
bers of Atiep, but that’s as far as 
we want our involvement to go. 
We are at odds with quite a few 
people who are members.” 


Horoscopes go 
interactive 


In a move that it claims could 
increase the horoscope market by 
50%, TIM has introduced the first 
multiple-choice interactive services. 


David Whitehead 


TIM has enhanced its service 
for the Daily Express and Sunday 
Express magazine by adding three 
further topics onto each of its 
basic daily horoscopes. 

Sales director David Whitehead 
said the move has had a dramatic 
effect on the services, both in num- 
bers of calls and in their duration. 
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To find out how our 


marketing, creative 
and telecom expertise 


can give your next sales 
promotion the leading 
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Infotel wins major 
BAA contract 


London-based SP Infotel has won 
the contract to provide flight infor- 
mation for the British Airports 
Authority. 

Infotel plans to launch the ser- 
vice, which uses the Flitefax feed 
to give real-time information on 
arrivals and departures, on June 
21. The company says that it 
expects 4 million calls per year. 
Initially only Heathrow airport 
will be covered by the official 
BAA service, but several other 
SPs plan to cover the major UK 
airports with customised services 
for specific travel organisations. 

Widespread dissatisfaction sur- 
rounds BAA’s tendering process. 
The BAA asked a shortlist of six 
SPs to tender for the contract at 
only a few days’ notice in March; 
it was expected that an announce- 
ment would be made the following 


week, but the decision was finally 
made last month. One SP who ten- 
dered talked about BAA’s “utter 
lack of professionalism”. 

The same SP continued: “We 
were fobbed off for weeks, when 
they told us they would let us 
know three days. 
Meanwhile, we feel that the confi- 
dentiality of our proposals may 
have been breached. It makes us 
very cynical about the BAA’s rea- 
son for the tender process.” 


within 


@ All the UK flight information 
services face a common problem: 
the low penetration of tone phones 
in the country means that SPs 
must rely on speech recognition 
systems. Sources at Marconi indi- 
cated that the BAA would use 
their company’s speaker-indepen- 
dent equipment. 


Acumen launches voice 
announcer and fax gateway 


Equipment manufacturer Acumen 
Technologies has announced the 
launch of an interactive voice 
announcer, and a gateway which 
allows fax support to be added to 
audiotex services. 

The launch of the voice 
announcer is a radical departure for 
Acumen, whose traditional busi- 
ness is supplying call-logging 
equipment and other peripherals. 
However, Acumen’s substantial 
client list and knowledge of the UK 
market should give it an edge over 
recent market entrants. 

The AT6000 voice announcer 
offers 10—30 ports and 2—200 
hours of speech storage. Voice and 
MF tone detection are standard, 
with speaker dependent and inde- 
pendent voice recognition available 
as optional upgrades. Multiple 
voice announcers can be linked on 
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a local area network to provide a 
single large system with up to 
1,920 ports. Additional speech stor- 
age may be fitted on multiple node 
points to provide up to 2,000 hours 
audio storage. 

The AT8200 fax gateway will 
suit services that benefit from a 
combination of audio and printed 
information. High-quality images 
can be produced directly from a 
digital file, avoiding scanning inac- 
curacies. 

“This system will provide SPs 
with a means of operating or tri- 
alling fax services without major 
new equipment commitments,” 
said Acumen sales director David 
Sanderson. 

The gateway is designed to work 
with existing interactive announce- 
ment systems, including Telsis’s 
Hi-Call and Marconi’s Keycall. 


Briefing 


Exchange & Mart 
hans adult ads 


Another avenue of advertising 
closed for adult services last 
month, as Exchange & Mart maga- 
zine banned the advertising of 
premium rate services in its Adult 
Interests section. 

The decision will hit both pas- 
sive sexlines and datelines. 

Exchange & Mart’s MD, Brian 
Grant, said that the Adult Interests 
section had grown too big for a 
family magazine, and that “bot- 
tom-shelf” magazines like 
Exchange & Mart were coming 
under increasing pressure from 
readers and regulators. 

Tom McCabe, a major advertis- 
er, claimed that the ban would cost 
Exchange & Mart £1.6 million 
annually in lost revenue. Grant dis- 
puted this figure, but agreed that it 
was an expensive decision and that 
a “substantial sum” was involved. 


Datelines to get 
trade body 


Tom McCabe, owner of Tom 
McCabe Enterprises, one of the 
UK’s major dateline SPs, is to set 
up a trade body for the dateline 
sector. 

The Telephone Dating 
Standards Association (TDSA) 
will, according to McCabe, aim to 
“protect the standards and image 
of telephone dating”. 


A member of 


elephone 
© ating 
8 tandards 
A) ssociation 


Members of the association will 
pay £100 for the right to use the 
TDSA logo (above) on all adver- 
tising material. 

For further 
Newsmaker on page 10. 


details, see 


of the future 


When your business needs a 
telephone announcement 
system, follow the example of 
the most successful companies 
in the industry: all of them fit 
Marconi. 

At Marconi we have all the 
ANSWETS. . . 
® The widest range — giving 
you more choice 
® The longest experience — 
covering applications in every 
field 


® The highest reliability — 
when millions are at stake, 
professionals pick Marconi 


® The best customer support — 
we're always there when you 
need us 


® The greatest commitment — 
a multi-million pound 
development programme keeps 
us and our customers always 
ahead of the field. 

As innovators ourselves, we 
recognise the value of new 
ideas. For free, professional help 
to get your ideas off the ground 
quickly, call Marconi now — 
and make it your future! 


(0705) 661222 


Speech and Information Systems 


Telephone: (0705).66 
A division of Marcon! 
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Jobline launched into 
legal confusion 


Claims rise on 
Icstis funds 


The Icstis compensation funds for 
chatlines and one-to-ones are 
coming under unexpected pres- 
sure. 

At the end of May, claims from 
disgruntled telephone subscribers 
were running as high as five a day. 

This is significantly higher than 
Icstis had expected; and the figure 
is “without doubt increasing,” 
according to Kate Stevens, secre- 
tary to the adjudicator of the 
funds. 

By the end of last month, over 
250 claims had been made to the 
two funds, mostly for sums 
between £300 and £2,000. The 
largest claim submitted for adjudi- 
cation was for £10,000. 

The two funds are believed to 
total around £500,000. 


ARE YOUR VOICES 
WORN OUT? 


For a complete change 
we can help. 


Our extensive range of 


voices and recording 
capabilities mean that 
we can give your 
services that new 
injection. 


Interested 


Phone Gary Corbett 
on 021-749 3158 


ON-STREET MARKETING LTD 
COMMERCE HOUSE 
VICARAGE LANE 

WATER ORTON 

BIRMINGHAM B46 IRR. 


Computer personnel gained a new 
route to employment on May 10, 
when the Jobline Group launched 
its Computer Jobline, amid confu- 
sion over legal obstacles to the 
service. 

For a daily fee of around £30, 
employers and agen- 


been banned from using premium 
rate lines, although more general 
“business opportunity” 
have been permitted. 


schemes 


If the jobline is acting as an 
employment agency, the 
Employment Agencies Act (1973) 
bars it from charging 


100’s of the latest Computer and 
IT Jobs updated daily 


‘CONTRACT HOTLINES ‘AGENCY HOTLINES 
London & South London & South 
i 318 we bee 318 oa 


Midlands & North Midlands & North 
0898 318 401) [0898 318 403 


cies can register a fee; and premium 


positions on a num- rate charges arguably 
ber corresponding to constitute just such a 


fee. 


their geographical 
area, on 0898 318 
400—9. During the 
first week of opera- 


However, 
Computer Jobline’s 
sales and marketing 


presenta 
0696 38 doe 0698 38 406 0698318408 
0898 318 405 0898 318 407 0898 318 409 
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JOBLINE sep mas 


tion, the company manager, Joseph 


said, the widely-advertised service Joynt, said that the service was 


received over 2,500 calls. 
However, controversy sur- 
rounds the question of whether 
Computer Jobline is acting as an 
employment agency. According to 
Icstis, legislation covering agen- 
cies means that they have so far 


not acting as an agency, but as a 
“voice magazine”. He insisted that 
since the company was not match- 
ing up applicants and employers, it 
was no more covered by agency 
law than a magazine with a 
Positions Vacant section. 


TEC starts fax/phone 
dating service 


Time Out is going ahead with its 
planned telephone-based Lonely 
Hearts section (see issue 6). The 
new service — named Teledating 
— runs on Mercury’s 0839 lines 
and is being seen as 
the first involvement 
by a “blue-chip” 
media company in 
datelines. 

The Teledating 
service is being run 
by new London man- 
aged service bureau 
TEC (Technology 
Exchange Centre) 
and incorporates 
both voice messaging and fax 
applications. For a weekly fee of 
£45, subscribers get a 20-word 
advertisement in Time Out, togeth- 
er with a personal phone number 


TO PLACE YOUR 
TELEDATING 
ADVERTISEMENT 
PLEASE CALL: 
[a] 071-465 8880 Rem 
TELEDATING @ 


that replaces the conventional 
magazine box number. 

Teledating customers are issued 
with a four-digit password to con- 
trol the service. 

TEC is also mak- 
ing extensive use of 
fax. Teledating sub- 
scribers with fax 
machines can receive 
photos of would-be 
partners, and TEC is 
also using the facility 
to send user guides 
and advice sheets to 
its customers. All of 
these services are on 
premium rate Mercury lines. 

According to TEC spokesman 
Eric Gummer, the company has 
plans to provide the Teledating 
service through other magazines. 
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interface 
announced 


TISL has announced that it is to 
introduce the first combined dial- 
pulse and DTMF interface for 
audiotex systems in the UK. 

The DPI module will be inte- 
grated with the company’s voice 
card, and will allow consumers 
with both DTMF and traditional 
pulse dialling equipment to 
access and control digital voice 
systems from the dial or keypad. 

Roger Denny, TISL’s market- 
said that the 
interface would greatly increase 


ing director, 


the universe of users for interac- 
“Without 
compatibility with traditional 


tive equipment. 


loop disconnect equipment, sys- 
tems have been limited to 
he said. “The 
explosion of 0898 information 


business users,” 


services has provided a huge 
potential market for audiotex 
equipment. But until now, provid- 
ing interactive services has not 
been possible.” 

The TISL dial-pulse interface 
operates in parallel with DTMF 
decoders. The company is plan- 
ning to offer the module as an 
upgrade to existing TISL voice 
product users. 

For further information, see 
Technology, page 21. 


Atiep AGM scheduled 


Atiep will be holding its AGM at 
9.30am on Wednesday, 13 June. 
The venue for the meeting will be 
the boardroom at TIS, 24 West 
Smithfield, London EC1. 
Contrary to widespread 
rumours, TIS’s former MD, Grant 
Wilkinson, will not be competing 
with his successor, Malcolm 
Jessop, 
director. 


for the post of Atiep 


The meeting will be followed 
by presentations from two compa- 
nies pitching for the contract to 
run a positive PR campaign on 
behalf of Atiep. 
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People like talking 
to Hi-Call. 


Our customers could tell you how much that means in 
profit and goodwill. Longer and more frequent calls are 
boosting the earning power of their growing range of 
services. 

Callers know that at any time on any day they can be 
sure of a friendly greeting, a helpful response, an efficient 
transaction — and no hang-ups. 

A single Hi-Call can connect them to nearly 1,000 
services. Up-to-the-minute information fed to the system 
by remote update. Live commentaries or entertainment on 
each of 30 channels. Fast routing. Speech recognition. 

This choice and quality of caller interaction have made 
Hi-Call the best-selling voice services equipment 
produced in the UK. 

It's also by far the most innovative, with yet more 
major enhancements due for release this year. And like all 
Telsis systems, it's future-proof and easy to update. 

Easy, in fact, is the word for Hi-Call. Easy to programme 
and operate. Easy to customize. Easy to talk to. 

Start talking to Telsis about how the interaction of your 
enterprise with our innovative technology can make yours 
a winning number. 


Telsis 
Bringing technology tolife. 


Telsis Limited, Barnes Wallis Road, Segensworth East, Fareham, Hampshire PO15 5TT. Tel: 0489 885877. Fax: 0489 885826. 
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Ford sponsors DIS 
race service 


Ford is to sponsor the Motoring 
Newsline service run by DIS and 
Motoring News. 

The service, on 0836 405 407 
and 0836 405 300, is now in its 
second year, and features reports 
by David Tremayne, editor of 
Motoring News. 

Ford is promoting the service 
via its national dealer network, 
Grand Prix stands, the Motor 
Show and other Formula One pub- 
licity material. 


Tourist board installs TISL 


Guernsey Tourist Board has 
installed a TISL Dialogue system 
to run an interactive brochure 
request line. The system replaces 
a bank of 12 cascaded tape-based 


machines. 


% 


WHERE EXPERIENCE COUNTS 


S.T. GRID LTD. 
The specialist 0898 service provider 


Managed services available immediately 


For further information or brochure contact 
Adrian Whitehouse - Bristol (0272) 225678 


Hill opts for Telsis 


William Hill Leisure has pur- 
chased and installed a 400-line 
Hi-Call system for its new sub- 
sidiary, IMS, at an estimated cost 
of at least £750,000. 

The system is equipped with 
interactive facilities, including 
MF4 tone and voice detection and 
speech recognition. 


TIM takes on 
ops director 


TIM has appointed John 
McCullough as operations director. 

McCullough has been involved 
in the development of voice 
response technology for many 
years. A director of Voice Systems 
International, he most recently set 
up the London service bureau of 
VSI’s parent company, Inter- 
national Telecom. 
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Religious helpline 
grabs the limelight 


The Redemptorists’ Catholic 
helpline seems to have caught the 
media’s imagination. After being 
featured in Audiotex Briefing, the 
line was covered by the Mail on 
Sunday, the Daily Telegraph and 
Campaign. The helpline’s organis- 
er, Father Michael Henesy, also 
appeared on Radio 4. 

TIM said that it was delighted 
with the coverage, although there 
was confusion over the number of 
calls being received. Press reports 
varied between 500 a month 
(Campaign) and 500 a week (Daily 
Telegraph). However, TIM’s sales 
director, David Whitehead, said the 
correct figure was 500 a day. 

In a radical departure for any 
part of the Catholic church, the 
Redemptorists decided to advertise 
the service at the end of last month. 
Father Henesy told Campaign, “I 
wouldn’t consider the Sunday 


in Audiotex Briefing: 


Providers 


DDI Direct dial-in 
DSN Derived services network 


Telephone Information Services 
IP Information provider 


LAN Local area network 
MSB Managed service bureau 


PRS Premium rate services. 


SP Service provider 


WAN Wide area network 


What's in an acronym? 


Sport, but we are looking at the 
Sunday Mirror and possibly one of 
the qualities.” 

In the end, they opted for the 
Mail on Sunday, Universe and the 
Catholic Herald . 


CATHOLICS 


You can get practical help, advice and guidance 
about aspects of Catholic belief and practice by 
calling the numbers below. Messages are pro- 
duced by a team of experienced priests and 
laypeople. Each pre-recorded message lasts 
about three minutes. Calls are charged at 25p 
per minute cheap rate and 38p atall other times. 


Your baby's baptism 
0898 666 801 


Divorced Catholics 
0898 666 802 


Horoscopes: should you read them? 
0898 666 803 


What's happened to mortal sin? 
0898 666 804 


Redemptorist Publications, 
Alphonsus House, Chawton, Alton, Hants. 


A brief guide to the most commonly-used abbreviations and acronyms 


Ailss Association of Independent Live Speech Services 
Atiep Association of Telephone Information and Entertainment 


ANI Automatic number identification 


Iestis Independent Committee for the Supervision of Standards of 


Itca Independent Telephone Chatline Assoociation 


PABX Private automatic branch exchange 


PSTN Public switched telephone network 
RBOC Regional Bell operating company 


Tespa Telephone Entertainment Service Providers Association 
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‘Osseo’ 
THE NEW WAY TO COMMUNICATE 


IT'S ODD, if you stop and think about it. that sales promotion is supposed to be a 
dynamic, progressive, innovative growth industry, bristling with thrustful entrepreneurs 
and superior stock market P/E ratings. Yet still this young industry uses obsolescent 
technology to communicate their clients messages and retrieve responses! 

Printed paper (it's been around since the Middle Ages), “Complete and sign here” 
(pen and ink is dawn of history stuff), “Send by ‘post’ to” (a great 19th Century inven- 
tion), “Allow up to 28 days” (for the handling house to open 1000's of envelopes and 
sift out the winners), “Entries must be received by first post” (often months ahead), 

“For a list of winners enclose S.A.E.” (more envelopes, stamps and handling). 
Hardly exciting, motivating, immediate communication, is it? 

IT'S ODD, if you stop and think about it, that you've got the answers to the 
above problems within your grasp every day - THE TELEPHONE! When the 
panic buttons are pushed (yet again) and things have to happen fast, 
immediately, an emergency - you know it's always by your side. That 
never tiring best friend THE TELEPHONE, is always RED HOT and AT 
HAND to get the message across instantly, with an immediate built-in 
response factor! 

Well, our old friend THE TELEPHONE has recently (compara- 
tively speaking) developed a new and better brain which elimi- 
nates the old entry and redemption procedures of sales promo- 
tion competitions, and enhances them with sound-tracking 
and variation. Eliminates delays, and allows promotions to be 
launched in days, rather than months. THE TELEPHONE, 

‘talks’ to customers, on a ‘one-to-one’ basis with a con- 
sistent message that allows immediate up-dating of 
information thereby extending advertising copy. 

This new technology is already being tapped by 
more and more companies who are realising the 
benefits of being able to communicate with over 30 IT’S TIME TO 


million telephone subscribers 24 hours a day. 


he ! CAMPAIGNS 
Anew advertising medium has been born. COME OUT COMPETITIONS 


OF THE DARK GAMES 
‘0898’ THE NEW WAY ONTO vimearence 


TO COMMUNICATE... r] DIRECT RESPONSE 
~~ ‘OSBOS’ Bact 

... [tll be odd if you don’t SALES DESK 

stop and think about it! PHONE POWER SALES SUPPORT UPDATE 


CABLECOM ©: 


NOUON THE ’PHONE 


Cablecom’s Directors have developed ‘0898’ 'Phone Power Programmes over the past 5 years, have over 200 'Phone Programmes in operation and 20 years experience in creating, writing and 
developing sales promotion campaigns, either through Sales Promotion Agencies or with clients direct on a speculative basis. Cablecom’s fully equipped ‘in-house’ recording studio facilitates the 
creation of professional programmes with voice-overs specific to individual needs. DIRECTORS: Alan Taylor, Jeff Cane, Karen Addis. SPECIAL PROJECTS: Nicki Bradbury, Anne Shaw, Julie Tyler, 
Catriona Wright. STUDIO DIRECTOR: Jimi King. PRESENTERS: Anna Morrell, lan McCurroch, Joy Kay, Michael Charisworth, Stephanie Sales. 


CABLECOM HOLDINGS PLC, 35 HAY’S MEWS, BERKELEY SQUARE, LONDON, W1. 
071-355 3447 071-355 3448 071 -409 1002 071-409 1005 071-493 6730 071-409 0841 FAX: 071-491 2808 


PROMOTIONS 


That cigarette promotion 


UNIQUE: The limited edition Prince Charles lithograph sells for £2,600 


Win a Royal 
work o£ art 


HERE’S a chance to win a rare 
personally signed print of a 
painting by Prince Charles. 

Never before has the Prince allowed 
his art to be sold and because of the 
rarity of the event there is already a 
worldwide demand for it. 

The lithographs of a work called Wensiey- 
dale From Moorcock cost £2,600 each plus 
VAT, with all profits going to the Prince’s 
Charities Trust. 

And they are likely to appreciate signifi- 
cantly in value — the Prince has already sold 
one fo a friend for £10,000, 

They are available in a limited edition of 
295, and The Mail on Sunday has five to give 
away to five readers who correctly answer 
three simple questions in this unique 
competition, Each is individually signed ‘C*, 
bears the Royal seal and. comes, with 
authentication, in a handsome bive folic. The 
original watercolour, painted by the Prince 
earlier this year, appears at the Bath 
Contemporary Art Fair, which opened on 
Friday. 

Prince Charles has been an avid painter for 
two decades, but only in the past few years 
has he had the confidence to put his sketches 


up for public scrutiny under his own name, In 


AVID: The Prince loves painting 


past exhibitions, he has pré 
ferred to use a ‘nom-de- 
in 1987, at a Royal 
Academy Summer Exhibition, 
an idyllic watercolour called 
Farm Building In Norfolk, by 
one Arthur George Carrick, 
attracted some attention. 


Inspired 


That attention quadrupied 
when the art world discovered 
that the artist was the Prince 
of Wales, who had used two of 
his Christian names and 
another of his titles ~ the Earl 
of “arrick — to preserve his 
anonymity. 

P..nce Charles acknowledges 
a great debt to his friend and 
mentor John Ward, the cele- 
brated illustrator, water col- 
ourist and portrait painter. 
Ward, a 72-year-old Royal Aca- 
demician, painted private pic- 
tures of the Royal Wedding 


brosse’. 


and Princess Diana, and trav- 
elied to italy with the Prince in 
1985 to help him to perfect his 
technique. 

The Prince says he has ‘a 
passion for Italy’, and three 
weeks ago he returned there to 
open his first one-man show. 
He was invited to the renais- 
Sance city of Urbino by the 
Raphael Academy, which pres- 
ented him with a diploma of 
honorary membership, and 
exhibited 57 of his watercolour 
sketches, including the original 
Wensleydale, 

At the Bath Fair last week, 
the same picture earned the 
approval of everyone. 

At Urbino, the Prince said: 
‘These sketches are very much 
@ part of myself and | am sure 
those who paint will under- 
stand how hard it is to part 
with something into which, 


when inspired, you have 


0898 555 616 


poured your heart and soul.’ 
This, perhaps more than any- 
thing, shows the true vatue of 
the Wensleydale lithographs, 


HOW TO ENTER 


RING the number below and 
you will be asked three ques- 
tions about Prince Charles. 

if you answer correctly you 
will be asked fo leave your 
name and address. Your name 
will then go into a draw and 
the first five drawn will each 
win a copy of the tithograph., 

There is a choice of answers 
for each question and you just 
answer: One, Two or Three. 

if you have read the article 
above carefully, you will not 
find the questions difficult! 

All profits from the contest, 
after expenses, will be donated 
to the Prince’s Charities Trust. 


predatory rnp tone 


Barto 6 pm Monday 
will close at midnight on Wednesday 


mm Moray to Pray. Lines 


Not the Marlboro promotion 


Audiotex 
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hey say confession is good for the soul, so it must have done 
Computerdial a power of good to finally admit that yes, it was 
involved with this year’s Marlboro promotion. 

When it finally emerged, 1990’s £1,000,000 Coast to Coast Phone-In 
looked pretty familiar. For those who somehow escaped the blanket adver- 
tising, the competition this year is offering instant prizes, plus 100 holidays 
in America, and five classic American cars. 

Computerdial’s Bret Pirquet says he did not win the tender by undercut- 
ting his competitors, as suggested by Audiotext, which ran last year’s 
promotion. “Each service provider,” Pirquet insists,’ 
three areas in their tender: innovation, quality of service and price.” 

The service itself works on touch-tone and dial pulse detection, backed 
up by grunt detection. The machines running the service are dedicated 
solely to Marlboro. 

But away from the Marlboro promotion, what else was happening last 


> was asked to cover 


month? 


Prince Charles signs for Legion 


The Prince of Wales became the first audiotex Royal on May 27, when the 
Mail on Sunday offered signed prints of one of his paintings as prizes . 

To enter the prize draw, callers to 0898 555 616 had to answer three 
questions about the Prince. Proceeds from calls went to the Prince's 
Charity Trust. 

Legion also began a promotion for Mr Muscle cleaning products in 
Prima last month, on 0898 555 634. The lucky winners who manage to 
match up four TV charladies with their soap operas will have their houses 
cleaned for a year. 

And finally, Legion offered Daily Express readers the chance to win one 
of three Toyata Celicas at the end of the month, in a four-day music-related 
quiz with postal response. 


Audiotext plays on words 


Audiotext is taking part in a strange but effective promotion for Citrus 
Spring. If there were a prize for the worst pun in a sales promotion, the head- 
line for this competition — ‘‘What Citrus Springs to mind?” — would probably 
win it. The competition itself (on 0898 202 030) consists of answering three 
questions and giving a witty tie-breaker caption to a photo in the ad. 

Also from Audiotext last month, the start of an on-pack promotion for 
Sony tapes, on 0898 400 300. 


TIM mixes winners and England 


Back in media promotions-land, a welcome escape from win-a-car compe- 
titions. On May 13 TIM asked News of the World readers ringing its quiz 
on the World Cup hotline (0898 666 555) to either record name and 
address details after the quiz to win the first prize or post them to win one 
of the runners-up prizes. 

First prize was a chance to meet the England squad. 

Two weeks later, the same SP was offering the paper’s readers a Golf 
GTI convertible. Three numbers (0898 666 500/700/800) each carried a 
different selection of three pieces of music. Callers had to guess the word 
linking the music on any line. 


forthcoming promotions 


June: Legion — Midland Bank; Audiotext — Milka 
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Letter from Hong Kong 


Audiotex Briefing’s publisher, 
Patrick Naughton, was the 
keynote speaker last month at a 
seminar promoting Hong Kong 
Telephone’s recently-launched 
Infoline premium rate service. In 
this article he reports on an 
interesting opportunity in the 
fast-growing Asian market. 


Hong Kong Telephone started work on Infoline 
back in 1986. The sticking point over the next 
few years was getting the Postmaster General’s 
office — the Hong Kong equivalent of Oftel — 
to accept a code of practice and other aspects of 
the service. Above all, Hong Kong Telephone 
wanted to make sure the service would not dam- 
age its image among its customers, as has 
happened with PTTs in the UK and elsewhere 


Infoline was finally opened last December, but 
the first SPs — Hong Kong Telecom CSL and 
Langholm Infoline — only launched in 
February. They will soon be joined by a number 
of others. 


The basic facts and figures are as follows: at 
present callers pay HK$2 (16p) or HK$4 (32p) 
per minute, with the SP receiving HK$1 (8p) or 
HK$3 (24p) per minute. However, tariffs of 
HK$6, HK$8 and HK$10 per minute are being 
considered: in all cases Hong Kong Telephone 
would take HK$1 per minute, with the SP taking 
the remainder. The maximum call length is 10 
minutes. Line installation costs HK$600 (£47) 
per line, and rental HK$240 (£19) per month. 


The minimum line order is 24 lines, and SPs 
must have their own voice announcement equip- 
ment. Hong Kong Telephone does not offer a 
managed service facility, although Langholm 
does act as an MSB. 


Restrictions 

Infoline does have certain shortcomings. Firstly, 
the service is only available to the 50% or so of 
Hong Kong Telephone’s customers who sub- 
scribe to IDD (international direct dialling) — in 
all, about 1 million lines. [DD-connected lines 
are mainly found in businesses and their use is 
usually strictly monitored. An extra problem is 


that local calls are free in Hong Kong, and cus- 
tomers resist paying for what is in effect a local 
call. 


The Hong Kong lifestyle must also be taken into 
account when looking at the market. High prop- 
erty prices mean that most people live in rather 
cramped accomodation. This fact, and the low 
quality of television programmes in both 
Chinese and English, result in most people 
going out almost every night of the week. This 
means that telephone use is limited in the 
evening and weekends — usually a time of high 
call traffic in the UK. 


Infoline services are also subject to draconian 
restrictions, with a code of practice enforced by 
a committee which includes members of Hong 
Kong’s Legislative Council. Pornography, chat- 
lines and one-to-ones are all banned; live 
operators are not allowed; and all messages 
must start at the beginning and clearly state the 
cost per minute of the call. 


The promotion of services is also strictly con- 
trolled, and all adverts and promotional material 
must clearly state that the service is only avail- 
able to IDD subscribers. The identity of the 
information provider and an accurate descrip- 
tion of the service provided must also be 
included. Cost messages must be in at least 10- 
point type (slightly larger than the text of this 
article). The promotion of other numbers during 
an Infoline message is not allowed. Services 
cannot knowingly be aimed at minors or others 
not responsible for phone bills; and uncol- 
lectibles are the responsibility of the SP. 


These are the main provisions of the code, but 
there are many other significant regulations. 
Would-be SPs should study the code before 
deciding whether to take things any further. 


Services offered 
The most important group of services launched 
so far is MasterCall, from Hong Kong Telecom 
CSL, a company related to Hong Kong 
Telephone. MasterCall provides a directory of 
services in Cantonese which includes astrology, 
property prices, soup recipes, financial informa- 
tion, weather, medical advice, dental advice and 
immigration information. All MasterCall ser- 
vices are priced at HK$2 per minute. 
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Medical advice services are expected to gener- 
ate the most interest at MasterCall. However, the 
means of promotion — an 18-page directory — 
is not very flexible, and it will be difficult to 
fully exploit areas that prove to be very popular. 


MasterCall’s competitor, Langholm Infoline, 
will be concentrating on offering an MSB facil- 
ity. At present, Langholm is running a number 
of racing tip lines, all at HK$4 per minute. For 
the future, it is planning medical advice lines in 
association with Aircall Medical, together with 
a real-time share price service where each 
Hong Kong share will have its own three-digit 
code. 


As far as equipment is concerned, Langholm 
uses Isis Voicemaster II. MasterCall uses 
equipment from Voicetek, for which CSL is 
acting as the local distributor. Another equip- 
ment manufacturer, Telsis, has also supplied 
equipment to Hong Kong Telephone. 


UK involvement 

Much of the early pressure for Infoline to 
launch came from UK SPs, but none of these 
were present at the seminar, and no major play- 
ers from the UK are planning to launch in 
Hong Kong in the near future. This is probably 
because UK SPs have realised that English-lan- 
guage programmes cannot viably be exported 
to Hong Kong. English is the first language for 
only three per cent of Hong Kong’s population, 
and only 20 per cent of the population speak 
even rudimentary English. 


But whatever the problems, Hong Kong is 
without a doubt the world’s most dynamic mar- 
ket. Substantial rewards await those SPs 
willing to put some serious thought into the 
services they offer. O 
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Still acting up: Tom McCabe 


Last month the flamboyant Tom McCabe, head of one of the UK's 
biggest dateline SPs, announced that he was forming a self-regulatory 
body for datelines. This caused a few raised eyebrows, given recent 
adverse press comment about McCabe's companies. It seemed a perfect 
opportunity for Audiotex Briefing to go and meet the man at the centre 


of so much controversy. 


If there is one renaissance man in the audiotex 
industry, it is Tom McCabe: not only head of a 
major dateline and chatline SP, but also actor 
and entrepreneur. His latest venture is a London 
venue for alternative cabaret called the Comedy 
Cafe; when Audiotex Briefing went to see him, 
his next appointment was to publicise the 
launch on Greater London Radio. 


McCabe says this multi-faceted career helps 
him keep the audiotex industry in proportion, 
but it does not stop him having strong views 
about SPs who knock datelines or chatlines. 


McCabe is particularly offended by SPs in 
sales promotion or media services who see 
themselves as the “respectable” side of the 
industry. “Nobody that I know of has space to 
take the high moral ground,” he insists. “If 
they’re promoting cigarette smoking; if 
they’re promoting alcohol consumption; if 
they’re promoting readership of the Sun news- 
paper; if they’re encouraging people to phone 
in about their enlarged testicles, I don’t see 
where they’ve got room to take a high moral 
ground against chatlines, or dating or fantasy 
lines.” 


Even when one compares datelines with the 
share price services which even Terry Lewis 
finds innocuous, McCabe refuses to accept 
that any value judgement can be made. “They 
offer a service, we offer a service; what’s the 
difference? Who forces anybody to ring the 
financial services? Who forces anybody to ring 
our dating service? What about the lives that 
have been destroyed by gambling on the stock 
market?” 


And as for cigarette promotions, McCabe says, 
“That’s a particular hobby-horse of mine. 
That’s what I find laughable, when they throw 
away lines like ‘We’re not chatlines — chat- 
lines are disgusting.” They’re selling cigarettes 
— or the Sun newspaper.” 


McCabe, it seems, is not one of the Sun’s great- 
est fans. 


So why did McCabe decide to form the 
Telephone Dating Standards Association? He 


Tom McCabe 


admits that the move was partly to salvage his 
own reputation from “unjustified criticism”: 
Today and the Mail on Sunday alleged that his 
company had padded its services with false 
recordings — allegations which McCabe hotly 
denies and intends to contest in court. 


But McCabe also speaks of a decline in stan- 
dards at some datelines. The main offences, he 
says, are dateline companies phoning users of 
the service late at night, and over-explicit con- 
tent. He said that messages on some of his 
competitors’ lines are “verging on the porno- 
graphic,” and that there were also cases of 
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people “offering their services for financial 
gain”. He said that he had tapes to prove this. 


So, McCabe says, his staff vet every mes- 
sage for the datelines, rejecting about one 
in 10. The purpose is self-preservation. 
McCabe says that he tries to maintain the 
standards of his own datelines for the 
same reason as he is forming the TDSA: “I 
haven’t built up a business with a turnover 
of £3 million a year to have it jeopardised 
by that lowering of standards.” 


But one senses that McCabe is sick of the 
whole argument over sexual content of ser- 
vices. Here again he sees hypocrisy as rife, 
wanting to know the difference between many 
medical advice lines and passive sexlines. 
“What is a sexline?” he asks. ““You have prob- 
lem lines that are obviously of a very sexual 
nature — you know: ‘I’m a 16-year-old girl 
and I can’t stop masturbating’... Is that not a 
fantasy line?” 


Perhaps as a result of this “hypocrisy” and 
hostility from other sectors of the audiotex 
industry, McCabe says he gets on very well 
with most of his competitors: “I don’t believe 
in this aggressive competition at all, I think it’s 
silly.” He suggests that the idea of direct com- 
petition is in any case overdone, and that there 
is plenty of business for anyone: “There are 55 
million people in Britain walking around with 
my money in their pockets.” 


But if business takes a knock as a result of 
media comment, or if the TDSA fails to halt 
the “decline” in dateline standard, Tom 
McCabe has an ace up his sleeve. “We have 
the facility to do promotions,” he said. “I’m 
working on a piles campaign at the moment.” 


With McCabe’s deadpan delivery, it is not 
always clear whether or not he is being serious. 
When Audiotex Briefing’s reporter was handed 
a tape marked “Preparation H sample”, he 
couldn’t help wondering if it was all just an 
elaborate joke. O 


Dating services interested in joining the TDSA 
should write to Tom McCabe at Bon Marche 
Building, 444 Brixton Road, London SW9 8E]J. 


Letters to the editor 


Tariff debate continues 

TIM believes that the future of our audiotex 
industry will see us linked more closely with 
direct marketing, and that one of the biggest 
growth areas for audiotex in the ’90s will be 
the use of the telephone as the mechanic in 
direct response. Having said that, there are two 
barriers preventing this happening sooner 
rather than later. 

The first is a perception of “0898” itself as 
being somehow bad value, downmarket, and 
something which manufacturers would not 
wish their products to be associated with. 
That’s changing. Gradually companies are 
being won over to the use of audiotex, 
especially with the introduction of Mercury and 
its 0839 prefix; but an alternative prefix from 
BT would help enormously, as would BT’s 
participation in a PR campaign on the many 
benefits of premium rate service. 

The second problem, however — that of 
tariff — is one which requires careful thought. 
TIM believes that the 0898 number, at its tariff 
of 25p/38p a minute, is sufficiently well- 
established in the public mind to represent a 
mature framework within which to grow. We 
do not believe that there is any benefit in 
increasing this rate. It would cause confusion, 
and convincing marketers that 25p or 38p a 
minute is not an extortionate rate for their 
customers to pay is difficult enough. Asking 
them to consider a higher rate at this stage in 
our market’s development would be unwise 
while the 0898 prefix remains our principal 
mechanic. 

What we do believe is that the 25p/38p per 
minute tariff should remain as our standard, but 
must be joined by two additional tariffs, at 
minimum. The first of these tariffs is essential 
if the telephone is ever to become widely used 
in direct response marketing. It’s a pay-per-call 
tariff if you like, a charge of around 25p per 
call with a call duration of three minutes. This 
would open many, many doors that are 
currently closed to audiotex companies and 
would offer a cost-comparable alternative to 
postal entry. 

We believe the second tariff should be 
flexible and should be above the 38p limit 
maximum we currently have available to us. 
The rate per minute should be variable from 
perhaps 50p a minute upwards, and there is no 
reason why there should be a set upper limit. 


Information has its value; speed and response 
have a value too, and the audiotex industry 
must seek a fair range of prices for its services. 

We feel that the flexibility in the tariff is 
an essential which the industry must demand to 
solve the problems associated with increasing 
advertising costs and increasing overheads. We 
must recognise the true value of our product, 
and seek to market that product using price as 
one of the tools available to us. At the moment 
there is a great deal of confusion as to what we 
offer and what value audiotex represents, and 
this is not the time to add to this confusion by 
simply upping the price. 

Now is the time to explain to the public 
that what we have is of genuine benefit to them 
and something that they are being asked to pay 
for at different rates which we can justify. First, 
though, we must ensure we can supply a choice 
of rates and then let the market decide on what 
we offer. 

25p/38p a minute is fine, but we need 
higher and lower alternatives, too. 


Gordon Simpson, TIM 


More interaction, please 

As was reported briefly in the last issue of 
Audiotex Briefing, Atiep is collaborating with 
Icstis and Oftel in the preparation of guidelines 
for interactive games. 

We are anxious to get opinions from all 
interactive games service providers, non-Atiep 
members included, and have indeed written to 
as many of them as possible on the subject. 

Many have responded, but we would urge 
any who haven’t, and any other interested 
parties, to get in touch with the Atiep secretary, 
Elaine Garrod, on (071) 383 5947 as soon as 
possible — Monday 18th June at the latest. 


Elaine Garrod, Atiep 


Audiotex Briefing is always pleased to 
hear your views. Please send letters to 
Triton Telecom Ltd, 45 Kings Terrace, 
Camden, London NW1 OJR or fax us 
on 071-911 6020. 

We reserve the right to edit letters for 
any reason. 


_—i4— 


Audiotex Briefing 


At present, the UK audiotex market 
seems to be ina state of flux. The next 
few months should see major develop- 
ments on several fronts. 

Even without Mercury’s incur- 
sion into the fax market, there was 
enough for SPs to think about. A man- 
agement shake-up at BT; a media group 
buying into service provision; major 
changes in the tariff structure; the 
duopoly review... Where will it all lead? 

The answer is, where you want 
it to. All of these threats to the stability 
of the market can be turned to your 
advantage. 

The present uncertainties 
should not be overplayed. The market 
has faced far worse threats in the past. 
The level of debate in the industry sug- 
gests that change will not catch us 
unprepared. 

Entrepreneurial drive is still 
strong in the industry, as the numbers of 
new Services springing up testifies. Some 
will inevitably go to the wall; others will 
flourish. 

The industry is changing, as it 
always has — but not so fast that a smart 
player can’t keep up with it. 


Ona more personal note, Triton 
Telecom (publisher of Audiotex Briefing) 
has moved into its new offices in 
Camden. You’ ll find our new address on 
page 20. Please keep the letters, press 
releases, phone calls etc flooding in. 

In return, we’ll do our best to 
keep you informed about what’s really 
happening in your industry. 


Phil Daoust 


Legion marc 


“We believe Legion is the best managed service bureau in Europe,” said 
Justin Byam Shaw. “Within 12 months we expect to be the largest as 
well.” In the face of such remarks, Audiotex Briefing had to see why 
Legion's chairman is so sure of success. 


Even by the standards of the audiotex industry, the 
growth of Legion Telecommunications has been 
phenomenal. The business was started just two 
and a half years ago, above a carpet shop in 
Guildford; the company achieved profits of 
£900,000 on turnover of £4.6 million last financial 
year, and is projecting an increase of 25% this 
year. 


Legion’s founders, Justin Byam Shaw (chairman), 
Gordon Robson (joint managing director) and 
Mark Thornberry (operations director) met in 
1985 at British Telecom, where they had devel- 
oped and managed the first premium rate service 
for the company. Thornberry took over from 
Byam Shaw as marketing manager of Talkabout, 
the BT chatline which operated in the UK and US. 
Byam Shaw became general manager of BT 
Spectrum’s business development activity, and 
Robson was manager of Livewire, BT’s music 
service. 


The decision to set up on their own was a simple 
one. “I couldn’t see the point of making all this 
money for BT when I could be making it for my 
own company,” says Robson. The trio do not 
regret the decision to leave. 


Aiming high 

The ambition and drive of Legion are widely 
acknowledged by the industry, and manifest them- 
selves in aggressive sales tactics and arrogance. 
An article in the Sunday Times last year notes that 


the trio expect the company to be worth £20m 
within three years. ““That now looks conservative,” 
says Byam Shaw. “We are now making strong, 
stable profits in our core information service busi- 
ness in the UK, we have a joint venture with a 


Justin Byam Shaw 


major entertainment company nearly ready to go, 
and of course there is our very successful activity 
in Europe.” 


Byam Shaw continued: “I think we can be the 
largest audiotex company in Europe within the 
next 12 months.” 


Media interests 

Legion’s core business area is providing services 
for media owners. The company works for all five 
national newspaper publishing groups, five of the 


largest national magazine groups and the BBC. Its 
partnership venture with IPC Magazines, formed 
last September, is already a strong source of profit 
and ideas and a sound base for diversification. IPC 
Telemarketing works for 12 IPC titles, including 
TV Times, and a number of newspapers owned by 
Reed, IPC’s parent company and the tenth-largest 
media group in the world. 


“IPC Telemarketing is responsible for a lot of the 
innovation in the industry,” claims managing 
director Brian Joakim, formerly a Legion client at 
Chat magazine. “We launched the first automated 
readership survey by phone for Blue Band mar- 
garine in Chat, and now we are putting our 
competition entries on phone lines, instead of 
using coupons and postcards. Telephone entry is 
more convenient and often cheaper for readers 
than sending in a postcard, since entry details can 
take less than 45 seconds or 18 pence a call”. 


Telephone entry certainly makes sense for the 
magazines involved, since they can use the tele- 
phone to turn a competition handling cost centre 
into a call revenue profit centre, at no cost to them- 
selves. 


Legion’s progress was unsettled by News 
International’s recent acquisition of Broadsystem. 
Gordon Robson had pioneered media-linked ser- 
vices for the Sun while at BT, and the paper was 
Legion’s first client. (Other News International 
clients are the Sunday Times and News of the 
World.) But Robson said he was not disturbed by 
the acquisition: ““We don’t expect this acquisition 
to have a particularly important effect on our busi- 
ness. We have a very high regard for the News 
International people, and continue to have a good 
relationship with them.”. 


Audiotex 
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Promotion strategy 

Perhaps thanks to its founders’ roots in marketing, 
Legion has established itself as the market leader 
in sales promotion. Over the past few months, the 
company’s clients have included John Courage, 
Rowntree Mackintosh, Kraft Foods and Seagram. 
Legion’s current Kit Kat promotion is featured on 
nearly 50 million packets. 


Legion’s strategy has been to build strong relation- 
ships with just a few agencies which were both 
interested in the idea of audiotex and capable of 
selling it to their clients. The company is coy, how- 
ever, about names of companies, individuals or 
promotion details. “Our clients expect us to be dis- 
creet,” says sales promotion director Rachel Ward 
Lewis, “and we have no intention of divulging 
details which may be of use to their competitors.” 


Legion is ready to increase its number of agency 
clients, but — like several of its competitors — 
says that it is not interested in joining the price-cut- 
ting spiral. “If agencies cannot see beyond notional 
revenue splits to more important aspects, such as 
reliability and actual revenue generated, then we 
are better off without them,” says Byam Shaw. 
“They can go to the cheapest SP for the worst job.” 
Such remarks are echoed by other SPs, who have 
considered forming a “quality club” to present this 
view more effectively to clients. 


As well as sales promotions, Legion is also 
involved in customer information: the company’s 
clients include the RAC, UCI Cinemas, Harvey 
Goldsmith and the Consumer’s Association. 


Loyal troops 
One characteristic of which Legion’s founders are 


particularly proud is the loyalty, commitment and 


call of the future. 


enthusiasm of the company’s 30-odd staff. Newly- 
appointed joint managing director Sian Roberts, 
manager of the three founders when at BT, claims: 
“None of our people has ever gone to work for 
one of our competitors, whereas there is a regular 
flow of applications the other way. As we grow 
it won’t last, of course, but the family atmosphere 
is still very strong.” 


Foreign Legion 

Legion’s sights are now set on international 
expansion, and the company believes it has more 
relevant experience in Europe than any of its 
rivals. Legion has profitable operations in France, 
Holland and Sweden, and is in the final stages of 
negotiating a joint venture with one of the main 
European PTTs. 


Byam Shaw thinks the reason for moving abroad 
is obvious. “There are about 140 SPs competing 
in the UK market, which is fairly mature in terms 
of basic information services,” he says. “Most of 
Europe, on the other hand, is virgin territory, and 
in one market we have no real competition. The 
opportunities for companies with the right outlook 
and skills are vast.” 


Legion has spent the last two years developing 
and testing services for the different European 
markets. “We are now ready to form partnerships 
with European companies with the right infras- 
tructure, resources and local knowledge”, says 
Byam Shaw. He believes Legion’s expertise, its 
resources, and its international client base make 
the company an ideal partner for European PTTs 
aiming to develop their own highly lucrative pre- 
mium rate markets. “The trend towards joint 
ventures by SPs and PTTs in the latter’s national 
markets will grow,” he predicts. 


New recruit Sian Roberts 


Later this year, Nijholt’s collaboration with 
Televerket in Sweden, and Teleservice’s planned 
joint venture with Telefonica in Spain will be fol- 
lowed by Legion’s own joint venture with another 
unspecified European PTT. Sceptics say that 
Europe so far shows little of the sort of revenue 
and profit generated on BT’s Callstream network; 
Legion feel this is often the result of poor planning 
by the network provider at launch. 


Legion sees tariffs and DDI as the critical factors 
that have so far largely been overlooked in France, 
Holland and Australia. British Telecom, long the 
whipping boy of UK SPs, can take some credit for 
leading the way and getting some things right. 
Legion’s team respect their old employer, and 
clearly value the experience BT gave them in their 
mid-twenties. A former colleague at BT remem- 
bers them as a law unto themselves — “but they 
got the results”. 


Time alone will tell whether Legion’s founders 
can join the ranks of ex-BT multi-millionaires.O 
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International videotex 
France 

USA 

Italy 

UK 


Session 3 

Audiotex in Australasia 
and Asia 

Hong Kong 

Australia 

Japan 

New Zealand 


Session 4 
Technology 
Voice interaction 
Fax response 
Networks 
Databases 


call Kari Hall on 071-911 6002 


MANUFACTURER | MODEL LINE DDI | MEMORY —— DIMF | SPEAKER =~ = CALLER | BABT 
CONFIG. OGGING INT IND REC APPROVAL 
ACUMEN | ateooo 30xa | 24 ae 
AUTOPHON | vps 7xxx 60XA /|3 baie 
GLOBAL Information 24X D/A | 6 2-200hrs YES 
Centre | 
MACFARLANE! mvs 24X D/A | 2-6 oe YES 
MARCONI | incall 60XA |2 16-192min NO 
Marcall 30XA 2 3.5-7.5hrs NO 
Keycall 24XA 6 10-104hrs YES 
Bankcall 24XA n/a | 1-100hrs YES 
Flexicall DEA/2 | 30X D 2-3 | 24mins NO 
60X D 2-3 | 20mins NO 
Flexicall DNA/1| 30X D 2-3 | 10hrs 
Flexicall IVR 30X D 2-8 | 80hrs YES 
STORACALL | iNFOmatic 10XA n/a | 2-68mins 
TS-D63 60X A n/a | 1-8mins 
AT-R33 O3X A n/a | 1-18mins 
Multivox 30X D 2-4 | 68mins 
TELSIS Hi-call 30X A 
60-Call 60X A 
Hi-Store 3OXA 
Multi-Call 10XA 
Primary-Call | 30X D 
TELSPEC Adaptel CSS_ | 30X D/A n/a PENDING 
Adaptel ISS 30X D/A | 6 n/a PENDING 
Adaptel MSE | 30X D/A 35-70mins PENDING 
Adaptel 30X D/A 35-70mins PENDING 
Confertel 
VOICETEK |vrk300 | 6ax a/v |6 | 2-100hrs ate 


The information in these tables has been supplied by the relevant manufacturers; Audiotex Briefing cannot vouch for its accuracy. 


STRATEGIC TELEMEDIA 


CONSULTANCY 


PUBLISHING RESEARCH 


ae ADDITIONAL FEATURES AND OTHER INFORMATION 


£22,000 | Applications generator, voice editor, fax response, messaging, LF, DEL, 


WAN, LAN, host interfacing, dial-out. Minimum configuration 4 lines 


LF, LAN, DEL, messaging. Continuous speech recognition database. 


_ £30,000 
: Minimum configuration 4 lines. X25, IBM, ICL interfacing. 


£30,000 


Dial-out, fax response, message, LF. Minimum configuration 4 lines 
° 


£18,000 | Dial-out, fax response, messaging, LF, LAN, RUD. Minimum 


configuration 4 lines 


£38,000 |LF, RUD. 10 line configuration available 


£42,000 |LF, RUD 

£53,000 |LAN, WAN. Transcription database. 

£45,000 | Host interfacing X25, IBM, NCR, TTY, Burroughs 

POA Seeking PTT approvals in Europe. 

POA Seeking PTT approvals in Europe. 

POA Seeking PTT approvals in Europe. 

POA LF, RUD, LAN, WAN. Seeking PTT approvals in Europe. 

£9,300 DEL. 1-30 line configuration available. 

£6,863 DEL, LF. Minimum 5 line configurations 

£789 DEL. Price falls to £171 per line for 12 line unit. 

£4,800 DEL 

£51,000 |LAN, DEL, LF 

£75,000 |DTMF control on 4 RUD, ports, DEL, LF. Possible upgrade to 2 Hi-Calls. 

£59,000 | 75 hour digital tape storage, caller recording. DEL, LF, LAN 

£20,000 | DEL, LF. Possible upgrade to Hi-Call. 

£51,000 | Functionally identical to Hi-Call, dual disks 

£6,000 LF, LAN, Dial-out. Expandable to 150 lines/shelf. Availability - June. 

£11,000 | LF, LAN, Dial-out. Expandable to 150 lines/shelf. Cost per line falls to 
£120 line. 

£28,000 | LF, LAN, Dial-out, messaging, fax response. Expandable to 210 
lines/shelf. Availability - September 

£4,000 LF, LAN, Dial-out. 

£24,000 | Dial-out, fax response messaging, LF, digital tape storage. Minimum 
12 line configuration available. 

£30,000 |Messaging, LF, dial-out, conferencing, LAN. 4 line configuration 

P available. Programmable interactive application environment 

£100,000 | LF, dial-out, conference bridging, DEL, messaging LAN. 


Minimum 2 line configuration 


See Directory (p22) for manufacturers’ contact names and addresses. 


LINE CONFIG. (line configuration): The model is usually sold 
with this number of telephone line connections. (A = analogue; D 
= digital.) 

DDI (Direct dial-in): The maximum number of digits that the 
equipment will recognise. In practice, British Telecom has up to 
now only supplied 0898 lines with a maximum of three digits of 


MEMORY (audio memory): The amount of useable memory for 
audio messages. For example, one hour of memory could equal 20 
three- minute programmes. 

INTEGRAL LOGGING: Does the equipment produce useable 
call statistics, or is additional equipment required? 

DTMF INT (DTMF tone interaction): The facility whereby a 
caller is able to answer questions or otherwise control information 
by using a touchtone phone or keypad. 

SPEAKER IND. (speaker-independent voice recognition): The 
facility whereby a caller is able to answer questions or otherwise 
control information by using his voice. Current systems usually 
understand a simple vocabulary (such as 0—9, Yes and No). 
SPEAKER DEP. (speaker-dependent voice recognition): Similar 
to speaker-independent speech recognition, but the caller has to 
train the system to understand his speech by repeating the 
vocabulary to be used. 

VOICE DET. (voice detection): Similar to speaker recognition, 
but the system only registers whether the caller has made a noise 
and cannot understand particular words. Hence the nickname 
"grunt recognition". 

CALLER REC. (caller recording): The facility whereby callers 
can leave messages, such as name and address, for later 
transcription. 

BABT APPROVAL: Has the equipment been approved for 
connection to the BT network by a third party? 

STARTING PRICE: A guide price that includes minimum 
memory but not additional features such as speech recognition. 
Logging will usually be included where applicable. 


Conference bridging: The facility whereby a number of callers 
can be grouped together and can talk to each other. This facility is 
usually only available on dedicated equipment, like Confertel 2. 
DEL (direct exchange line): Normal exchange (non-DDI) lines 
can be connected to the equipment so that, for example, 
programmes can be updated remotely without having to call in on 
premium rate lines. 

Dial-out: Subject to network approval, this facility enables the 
system to dial out and transfer calls to a third party. 

Fax response: Callers can request additional information by fax; 
this is then sent to them back down the line or to another phone 
number specified by the caller using DTMF interaction. 

LAN (local area network): Individual pieces of equipment can be 
networked together so that they operate to all intents and purposes 
as one machine. 

LF (live feed): A dedicated line providing live information. For 
example, a horse racing commentary can be connected to the 
equipment, allowing callers to access live information. 
Messaging: A voice mail facility whereby callers can leave 
messages for mailbox owners, who can then review these 
messages using DTMF interaction. 


Our Offer: A FREE Executive briefing on "The Telemedia Market and Trends" giving our view of the new 
markets for Audiotex, 800 & 900 Services, Live Operator services, ANI, Fax & Data, Voice Technologies, and 


Telephone as Media. The findings come directly from our publications, research reports, and newsletters — 


Audiotex Now and The 800 & 900 Review. 


Call Mark Plakias on (0101) 212 691 0754 


es CE CLNOLOG Y see 


Programming for success 


Third Millenium Systems’ MD Mike Brown explains the problems of 
computer programming for audiotex, and how this led to the creation 


of a new set of software tools. 


It’s one of the stranger ironies of modern 
computing that as raw data processing power 
increases at a remarkable rate, the proportion of 
this power made available to the applications 
programmer gets progressively smaller. 


In the ever-widening gap between the 
computer’s naked muscle and its human master 
lies the unlikely patchwork of interdependent 
administrative programmes which we refer to 
collectively as its operating system. 


The purpose of the operating system, whose 
constituent parts are, at least in theory, neatly 
organised in concentric rings around the 
computer’s physical components (see Figure 1), 
is to present to the outside world a glossy 
image quite different from what actually lies at 
its core. 


This image, ably assisted by compilers, which 
translate “high level” commands into machine 
instructions, is of a mature and sophisticated 
creature to which you can give your orders in 
plain English. Well, almost. And if your 
English isn’t as good as the computer’s? No 
problem: you just have to point your finger at 


the big coloured boxes on the screen instead. 
Dead simple. 


In fact, sometimes it’s too simple. This is 
where we arrive at one of the fundamental 
compromises in all computer systems: the 
further away from the machine you get, the 
easier it is to programme, but the room for 
manoeuvre also becomes more limited. 
Programme at a high level and you inevitably 
put yourself at the mercy of the uncoordinated 
armies of programmers who have written the 
systems software which stands between you 
and the computer itself. 


Commercial operating systems also have to be 
complex because of the general nature of the 
computers they administer. So even if you’re 
only exploiting a small part of this generality, 
the operating system will nevertheless insist 
upon getting on with the serious business of 
looking after the whole system, leaving you 
with whatever remains of the computer’s 
attention. 


Ask any library assistant whether their library 
would run much better if there were no readers, 


Figure 1: Theoretical structure of a computer operating system 


USER 


USER 


HARDWARE 
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and the reply will be a resounding “Yes!”’. This 
is an attitude apparently shared by many 
operating systems. 


For our work on developing interactive 
graphical and textual multi-user games such as 
Shades and Trash, it was obvious that 
commercial operating systems were totally 
inappropriate. They were much more complex 
than we required, they were too slow, and they 
spent too much effort making sure that 
simultaneous users could not interact, because, 
of course, that’s dangerous. 


Had we decided to use a commercial operating 
system, we would have been able to support 
only a handful of players at a time, because of 
the continual effort required to scale the high 
brick walls that the memory manager diligently 
erects between simultaneous users. 


But we needed to be able to programme at a 
high level, a level which for high productivity 
would allow us to express easily and model 
accurately the adventure game concepts of 
space-time, personal development and 
user/object interaction, in a multi-user context 
which was very efficient. 


Our solution was to develop our own language 
— called Mugick —and a compiler to give us 
the natural expression we required for all future 
work on interactive systems. More importantly, 
we also designed a complete run-time engine to 
sit directly on the hardware which took over all 
the basic functions of the operating system: 
interrupt handling, task switching, memory 
management and input/output. 


CN OLOGY Ss 


As a consequence, we can easily accommodate 
upwards of 60 simultaneous users on a 
standard 286-based PC-AT, with plenty of 
processor power to spare. To maintain 
maximum flexibility and efficiency in the 
language, we made provision for low-level 
machine code to be linked into high-level 
programmes where necessary, and included 
many system functions to perform commonly 
required tasks. 


How does this relate to interactive audiotex? 


If you use any piece of interactive audio 
equipment to produce an audiotex programme, 
then you’re programming a computer, so all the 
above applies. You need to find the optimum 
trade-off between productivity, control and 
efficiency. Inefficiency means you have to buy 
more equipment to generate the same revenue 
from callers. 


For any interactive audio equipment there is a 
set of fundamental instructions which define 
the functionality of the hardware (be it a slot-in 
card for a microcomputer, or a microcomputer, 
or a custom-designed box), which can be 
regarded as its machine language. On top of 
this, there may be one or two layers of systems 
software which will do all the dirty work of 
translating a description of an audiotex 
programme into the machine language. 


When Legion asked us to produce the “Licence 
to Kill” series of sophisticated audiotex 
adventure games for its Telsis Hi-Call 
equipment (on 0898 448 899), we decided to 
develop our own language. We soon realised 
that the language we needed bore a striking 
resemblance to Mugick, which we were 
already using to produce multi-user adventure 
games. 


Of course, the Mugick compiler had to be 
adapted to the architecture of the Hi-Call unit, 
but the language is essentially the same, the 
only difference being that the compiler 
produces PDL code ready for loading onto the 
Hi-Call unit. This set of adapted software tools 
we call Caps. 


All of PDL’s variables are made available to 
the Caps programmer; but more importantly, 
others can be created and called meaningful 
names, like GOOD MORNING in Example 1. 


Instead of line numbers, Caps uses “labels” 
which also have meaningful names. These 
labels make things much easier when 
modifying and enlarging programmes, since 
they don’t have to be changed. 

The language contains useful “loop 
constructs”, like the “while... endwhile” loop in 


Example 3. 


Standard sections’ of 
(“procedures”) can be defined and called again 
and again (by name, of course) even from 
different services. Procedure calls can be 


programmes 


“nested” (ie, you can call procedures from 
within other procedure definitions). 


Programmes written using Caps can be dry-run 
on the PC before they’re loaded onto the Hi- 


Example 1 
A simple routine in Caps to play a welcome 
message depending on the time of day 
would look like this: 


if TIME < MIDDAY play GOOD MORNING 
elseif TIME < DUSK play GOOD _AFTER- 
NOON 

else play GOOD EVENING 

endif 


Call machine by using the adapted run-time 
engine which behaves as a Hi-Call simulator. 
In this way, programmes can be continuously 
developed and tested without taking up 
valuable capacity on the Hi-Call machine. 
When programmes are loaded, there’s no 
excuse for them not to work perfectly first 
time. 


The simulator also includes a debugger. If your 
programme isn’t behaving exactly as you’d 
expected, you can set “break points” anywhere 
you wish in the programme where you can 
examine the values of any variables, and then 
resume execution. In this way, bugs can be 
systematically traced and eradicated with the 
minimum of effort. »>20 


Example 2 
A section of a multi-choice quiz, where the 
caller must choose between the options 1 to 
4, might look like this: 


QUESTION4: play 04 
gosub VOXREC 
if REPLY = 1 play WRONG 
elseif REPLY = 2 
play RIGHT 
+ SCORE 
elseif REPLY = 3 play WRONG 
elseif REPLY = 4 play WRONG 
else 
play TRY AGAIN 
goto QUESTION4 
endif 
QUESTIONS: play Q5 


In the above example, ‘QUESTION4’ is a 
label marking the start of the section which 
plays question four and waits for the caller 
to respond. Note that if the caller gives an 
answer which is not 1, 2, 3 or 4, thena 
“Please try again” message is played before 
question four is repeated. Note also that the 
variable called SCORE keeps a tally of the 
caller’s correct answers. 


Making Sense of Technology 


For an information pack or help with a project 
Call David Sanderson on 071 607 6766 


Announcers - Audio Studios - Audiotex - Bridges - Business Systems - Call Accounting - Consultancy - Cluster Controllers 


Comms - Data Capture - Database - Fax - 
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When asked to translate a Caps programme 
script, the Caps compiler will give you full 
details about any errors that it finds, and even 
warm you when it thinks your coding is sloppy 
or unconventional. 


The compiler also prepares a programme 
script, including studio directions and numbers 
for each audio file, to assist with recording. 


The range of interactive audiotex services 
available today can largely be divided into a 
handful of categories, such as the multi-choice 
quiz, the sports results service and the televote. 


We are therefore developing a series of 
standard programmes which can be customised 
very simply by SPs, and used again and again 
for different campaigns. But as audiotex slowly 
emerges from its adolescence and discovers its 


Example 3 
Below is the entire core of an interactive horse-race game written in Caps where the caller has to 
use his skill and judgement to ride his horse to victory in a famous steeplechase event. 


gosub INTRO 
gosub PADDOCK 


:Give caller game instructions, 
:details of the course, the going, 


tand other horses and riders. 


play THEYREOFF 
while LEADER < COURSE DIST 
gosub SET THROTTLE 


:Play the opening commentary. 
:Until one of the horses has passed the post, 
:let the caller decide how hard to ride his 


thorse for this section, 


gosub RUNFURLONG 
gosub COMMENTARY 
endwhile 


gosub RESULTS 
if CALLER = 1 
gosub ENCLOSURE 
endif 
disconnect 


trun the race model for this section, 
tplay the appropriate commentary 
z:and run the next section 


:At end of race, play the official result & SP 
:If the caller has won the race, 


:let him leave his name and address. 


:Disconnect caller 


All the modelling of the race is performed by the routine RUNFURLONG, which is called repeated- 
ly from within the while loop until one of the horses crosses the finishing line. At each stage the 
caller is allowed to alter his riding of the horse, and a continuous commentary is given on the race. 


real identity, the demand will increase for more 
sophisticated applications which have an audio 
component, such as audio/fax hybrid services, 
database searching, intelligent call-forwarding 
and real-time modelling and simulation for 
games linked to sales promotions. 


To create these non-standard applications, SPs 
will either be anxious to recruit good 
programmers or, more likely, will call upon the 
expertise of designers who already have at their 
disposal all the necessary high-level software 
tools. 


Today, it’s too early to distil these complex 
“second-wave” audiotex services into a handful 
of standard customisable packages. Any 
attempt to do so would undoubtedly result in a 
creative straightjacket for the SP. 


However, as audiotex evolves, we are 
beginning to see common threads across many 
types of application. In time, these will form 
the foundation of what might be called an 
“applications generator”, whose architecture is 
supple enough to match the creativity of the SP 
at a natural level of expression. 


This generator won’t be ready tomorrow; but 
then neither will the audiotex industry. O 
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15 per cent Is not enough 


Following TISL’s announcement of a revolutionary dial pulse/MF interface 
for audiotex equipment, Audiotex Briefing invited marketing director Roger 
Denny to explain why the system was needed, and how it will work. 


The incompatibility of DTMF (touch tone) and 
dial pulse equipment has long caused problems 
for SPs wishing to provide interactive services. 
At best, equipment can recognise MF tones. This 
may be a partial solution for interactive business- 
to-business services, but for consumer services it 
is all but useless. 


British Telecom estimates that only 15 per cent of 
the UK’s telephones operate on DTMF. Of course 
this figure is rising, but painfully slowly. Any SP 
wishing to provide interactive services must have 
the facility to recognise dial pulse callers. And it 
looks as if, at last, a solution is available. 


BT’s Strowger exchange has been in existence for 
around 100 years. When a loop disconnect (dial 
pulse) phone interacts with the exchange, it 
literally opens and closes a circuit — twice for 
the number two, for example. This signal is 
relatively simple to recognise. The problem is 
that once a caller is connected to a destination, the 
action of dialling will not produce an open/closed 
circuit. What gets through is a distorted clicking 
sound, which varies greatly from one phone and 
exchange to another. 


MF, on the other hand, is precise, well-understood 
and provided for in terms of recognition circuits. 
To understand the functioning of a dial pulse 
recognition system, it is important to understand 
the MF system. 


The most widely used system for MF recognition 
is built into standard voice cards such as the 
Dialogic board. It can be found at the heart of 
many audiotex and voice messaging systems. The 
reason for its success is the flexibility and 
processing power built into the circuit. The 
Dialogic board has a processor to manage the 
interface. Its primary function is to convert voice 
(analogue) into digital data for processing and 
storage by computer. By building in a fully-blown 
processor — an Intel 8108 — the board has the 
equivalent processing power of an IBM PC, and 
relieves much of the work from the host 
computer. 


Real time compression and digitisation of voice is 
standard. The analogue process compresses by a 


factor of two. After digitisation, a further 
compression removes silence and means the 
digital record is under 10 per cent of the original 
analogue. The net result of “adaptive differential 
pulse code modulation” is that around 100 hours 
of continuous speech can be recorded onto and 
retrieved from a single hard disk on a PC. 


The board can be switched into and out of pulse 
recognition mode. When switched on, it “listens 
out” for the MF tones. If one is detected, that 
information is passed to the host computer. 
Detection of the tones is virtually infallible. It is 
accepted that DTMF recognition is 99 per cent 
accurate; until now, recognition of dial-pulse has 
been anything but accurate. 


TISL has been researching dial-pulse interfaces 
for the last two years. Although some are 
available, most do not even approach the DTMF 
systems for accuracy, and none can recognise 
both DTMF and dial-pulse. Last year TISL 
started work to integrate an Aerotel dial-pulse 
system with the Dialogic DTMF board. Recent 
Beta-testing of an integrated system has proved 
successful, and TISL now has a pilot interactive 
audiotex system in its offices, operating 
simultaneously with both dial-pulse and MF. 


The reason for adopting the Aerotel system is 
simple: it is the most accurate dial-pulse board 
available. An on-board self-calibration circuit 
enables it to adjust to the incoming signal each 
time a line is opened. As a caller dials the first 
number, the processor automatically builds a 
template for all the other numbers. To ensure 100 
per cent accuracy, the system may ask the caller 
to dial a calibration number. 


Having established the templates, the system can 
recognise and even error-correct dialled numbers, 
taking into account click frequency and inter-digit 
delay. It is this self-calibration that makes it so 
accurate. Pulse telephones (and particularly ones 
with dials) are notoriously sloppy devices. The 
ageing of the mechanical action can make 
dialling erratic and even interrupt it. By learning 
the individual “sound print” of a phone, the TISL 
system has overcome this, and even recognises 
foreign phones at up to 22 pulses/second. 
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The way the two boards have been integrated 
allows for simultaneous eavesdropping by both. 
The incoming lines are connected to both in 
parallel. When a call is received the DTMF board 
responds. It lets the application know a call is 
incoming and awaits instruction. This is probably 
a message to deliver to the caller. Instructions will 
also be given to enable both boards. 


With each board listening to the line in, the caller 
will be invited to dial a number. If using a DTMF 
phone, the dial-pulse recognition circuit may be 
disabled for the rest of the call. If using a dial- 
pulse phone, the Aerotel board will be enabled 
throughout the call, passing the recognised digits 
to the application. Throughout the session, the 
voice board is still processing the voice: 
converting the analogue signal to digital data and 
compressing it. 


The result is a flexible system that accurately 
accepts commands from any telephone 
equipment, providing the best of both worlds. 


The impact of combined dial-pulse and DTMF 
with this level of accuracy should be enormous. 
The consumer interactive service will become 
reality overnight. And the days of DDI may be 
numbered. By providing a common number, 
callers can select the service they require after 
getting through to the system. The potential cost 
savings are great. 


The new system should also allow for the 
introduction of many other services across a 
broad range of applications. Telephone banking, 
until now held back by incompatible systems, 
will take off; and home shopping should start to 
increase in popularity. Interactive games are also 
obvious candidates. 


The development of a practical, integrated dial- 
pulse and DTMF system will at last allow SPs 
with interactive lines to reach the missing 85% of 
the UK’s telephone users. O 
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CLASSIFIED ADVERTISEMENTS 


Voice Systems Technician 

Acumen Technologies seek 

to recruit a technician with 

voice system experience. 

Good package, interesting 

work. Call David Luscombe 
071 700 6766 


MARCONI KEYCALLS 


@ 4 Marconi 24-line Keycalls 
@ Each with 26 hour audio 
storage and extra 1/2 Megabyte of 
RAM 
@ 2 units delivered March 1989, 
2 units delivered July 1989 
@ All units with MF tone 
interaction and voice detection 
@ Total package including stand- 
ard peripherals, audio cassette 
unit, printer, latest version of 
Keymanager Interactive Software 
etc - £140,000 o.n.o. 
CALL PATRICK NAUGHTON ON 
tel: 071- 911 6002 
fax: 071- 911 6020 


Es eit 


Premium rate services 
company, Midland based, 
offers invited 097-421 222 


Voiceovers by actress exper- 
ienced in audiotex and radio. 
Billy Williams, (0204) 33207 


Incalls For Sale 

® 48 minutes’ memory 
® Late ’86-’87 models 
® £20,000 ONO each 

® Up to 7 available 


Contact Patrick Naughton 


071 911 6002 


Equipment for sale? 
Contact our advertising 


Classified rates 


Display/Semi-display £40/scc 
All other classifieds £2/ word. 
First two words bold; for 
additional bolding add £1 per 
word. 

Copy must reach Audiotex 
Briefing by 20th of month. Fax, 
phone or post copy to Classified 
Department at usual address. 
Payment must accompany copy. 


provides professional voice- 
overs, scripting and production 
for all voice applications 
worldwide. 


Individuals, corporations. 
Foreign languages. SFX 
library. Complimentary 

voiceover talent to qualifying 
animal welfare causes. 


1012 Fair Oaks Ave., #379 - 
South Pasadena, CA 91030 USA 
Tel: 1 818/799 - 5478 
Fax: 1 818/441 - 7980 


Audiotex 


department on 071-911 6002 


ASTRODATA Astrology and Script Writing Services 
Attention: SPs looking for new ideas 

* We provide written or recorded astrology texts on a daily or weekly 
basis. 

* Our work is always of a high standard. We never miss deadlines. 

* Computer link-ups ensure that distance is no problem. 

* We are always open to fresh ideas, while we are seldom short of a 
few ourselves! 

If you are interested in providing a horoscope line and are looking for 
reliable writers, look no further. 

Contact Astrodata 


Tel: 0228 513126 
Fax: 0228 513125/6 


Carole or Graham Somerville, 
9 Wellgate, Scotby, Carlisle. 


Briefing 


——— CROSSED LINES  -— 
Odd bedfellows 


Certain SPs do seem to have a strange mix of 
clients: DIS, which has just announced its Ford 
Motoring News Line, is also running the Fume 
Line, announced in last month’s Briefing. 

The idea of Fume Line, you'll remember, is 
to report the registration numbers of cars and 
lorries giving out excessive fumes. What about 
the clouds of dense smoke that seem to trail 
most racing cars? 

Why not report Nigel Mansell? 


Elsewhere, the ever-busy TIM is running a 
line for the Redemptorists entitled “Horoscopes 
— should you read them?” (on 0898 666 803). 
The caller is asked: “Do horoscopes deliver the 
goods?” The recording points out that with 5 
million people sharing the same birthsign in the 
UK, this is rather unlikely. 

Maybe someone should tell the eager callers 
to the Express’s new, “improved” interactive 
horoscopes. 


Grand moving quiz — win a batphone!! 


To commemorate 
Audiotex Briefing’s move 
into new offices, 


Phonetapper is offering 
the prize of either a bat- 


mobile phone or a 


magnum of champagne 
to the first person to cor- 
rectly answer all 10 
questions below. The answers and the name of 
the winner will be published in the next issue. 
Most of the answers can be found in back issues 
of the magazine. 


1. What was the UK’s first national premium 
rate service? 

2. Who has a hotline to Batman? 

3. What is the date and venue of World 
Telemedia ’90? 

4. According to BT’s figures, what percentage 
of the market did adult services account for in 
January 1990? 

5. Are chatlines banned in France? 


Advertising data 


X1 X3 x6 
Page £2,500 £2,375 £2,250 
Half £1,500 £1,425 £1,350 
Quarter £900 £855 £810 
Eighth £500 £475 £450 


Special positions 15% extra 


Agency commissions 10% (to |PA-recognised agencies only) 


Inserts Accepted loose by arrangement 
Classified rates £40/scc 
All prices are exclusive of VAT 


Win a Batmobile 
phone or a magnum 
of champagne 


AUDIOTEX 
caer 


6. In which month of 
which year did BT close 
down all multiline chat- 


lines? 


7. How many Callstream 
node points are there? 

8. What is the prefix for 
the Australian premium 


rate network? 
9. Who ran the nappyline earlier this year? 
10. Who left a message on 6411? 


Tiebreaker 


Complete this sentence: “I would like lunch 
with Telecom Tom because...” 


All answers must be sent or faxed to our new 
address. If no completely correct entries are 
received by June 20, the prize will be awarded 
to the person with the highest number of cor- 
rect answers. In the event of a tie, the 
tiebreaker will operate. The editor’s decision 
is final. 


WELL, TOM, Iw KEEANG WITH THE 
cuRRENT TREND, WEVE DECIDED TO 
SELL OUT 10 A NATIONAL NEWSPAPER. 


THIS INVOLVES A MASSIVE CASH 
INJECTION, JOB SECURITY AND 
NEW EDITORIAL OPPORTUNITIES / 


UNFORTUNATELY iT ALSO INVOLVES A 
SLIGHT CHANGE IN THE CONTENT 
AND STYLE OF OVA Sékyices. 


LETME INTRODUCE OUR NEW MD — 
JANICE JuGGS OF THE 


wg 


, \e 


N 


Storyline: The Rat 
ER ae 


Published monthly by Triton Telecom 

45 Kings Terrace, Camden, London NW11 OJR. 
Tel: 071-911 6002 Fax: 071-911 6020 
Publisher: Patrick Naughton 


Editor: Phil Daoust 
General manager: Kari Hall 
Production manager: James Robertson 


x9 X12 rupee eco s ga 
£2,125 £2,000 Distribution executive: Jim Greenman 
£1,275 £1,200 Audiotex Directory £250 per issue per listing — minimum book- 
£765 £720 ing three issues. (A listing in the Audiotex Directory section is free 
£425 £400 to all display advertisers.) 


Copy Display, 4 weeks; classified, 2 weeks; cancellation, 8 
weeks. 

Single copy (free in UK and Ireland) 

Mechanical data Type page size 275 X 190; half 135 X 190 or 275 
X 93; quarter 135 X 93; quarter strip 65 X 190; column width, 44. 
Copy: camera ready PMT or bromide. 
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MEETING THE NEEDS OF THE AUDIOTEX INDUSTRY 


PUBLISHING 

Audiotex Briefing is published 12 times a year. It 
is sent to 4,000 named individuals working in the 
areas of service provision, information provision, 
network provision, audiotex equipment, media, 
sales promotion, advertising and marketing in the 
UK and overseas. Audiotex Briefing is provided 
free to subscribers in the UK and Eire. 
Subscribers overseas pay an annual subscription 
of £100. (Back numbers are available at £10 each 
— see order form below.) Triton Telecom 
Publishing is also launching a new bi-monthly 
international magazine called World Telemedia in 
June. World Telemedia will cover audiotex, 
videotex and related technologies worldwide and 
will have a print run of 10,000. (See advertise- 
ment on pages 14 and 15.) 


CONFERENCES & EXHIBITIONS 

Triton Telecom’s next conference will be World 
Telemedia 90. This two-day conference and exhi- 
bition will take place at Queen’s College, 
Cambridge on September 27-28. The main theme 
of the two-track conference will be existing 
national audiotex and videotex markets and the 
lessons to be learnt by PTTs planning to launch 
such networks. (See advertisement on pages 14 
and 15.) 


CONSULTANCY 

Through Audiotex Briefing, Triton Telecom has 
become the major source of information for the 
UK audiotex industry. Triton’s main business, 
however, is consultancy. If you require a turnkey 
solution for a greenfield site, or advice on max- 
imising the profitability of your existing audiotex 
services, our consultants will be able to help. 


Consultancy is not limited to the area of premium 


rate services, but extends to all potential uses of 


interactive telecom technology. And if you are 
considering overseas expansion, talk to us first! 
We have associates in all the world’s main audio- 
tex markets. 


RESEARCH 

Triton Telecom publishes a series of in-depth 
reports on various aspects of the industry, aimed 
at the businessman with a decision to make. All 
reports are regularly updated. 


@ How to get into the 0898 business. This is 
our most popular report and is a step-by-step 
guide to setting up as a UK service provider. 
Although it assumes no prior knowledge of the 
UK market, all subjects — managed service 
bureaux, equipment choice, service promotion, 
etc — are fully covered. (£1,000/$1,500) 


@ Talking newspapers and magazines — the 
UK experience. It is generally acknowledged 
that the use of audiotex by newspapers and maga- 
zines in the UK is far more advanced than in any 
other country in the world. This new report is rel- 
evant not only to UK publishers seeking to enter 


this lucrative market, but also to overseas pub- 
lishers wanting to enjoy the benefits of talking 
newspapers and magazines. (£1,000/$1,500) 


@ 800 & 900 — the intelligent networks (third 
edition). Written by Strategic Telemedia of New 
York, this is the ultimate report on the US’s 
national audiotex system. At over 300 pages, it 
tells you all you could possibly need to know 
about this enormous market. (£1,000/$ 1,500) 


M@ Telephone as media. Also by Strategic 
Telemedia, this report explains the whole concept 
of telemedia. The lessons of this report are as 
applicable outside the US as within it. 
(£1,000/$1,500) 


@ Audiotex opportunities in Europe. Some say 
1992 is approaching so fast it could be here 
tomorrow. Ignore it at your peril! This report 
examines the state of audiotex in Europe and the 
opportunities that will arise as telcos in continen- 
tal Europe seek to emulate the success of the 
UK’s audiotex system. ( £1,500/$2,250) 


@ The future of audiotex in the UK. Due to 
popular demand, we are offering the transcript of 
our December conference, at only £50/$75 (p&p 
free in the UK; please add £5/$7.50 p&p for EC 
countries, £10/$15 elsewhere). 


@ Audiotex sales promotion — the market- 
ing tool of the 90s. If you weren’t able to make 
it to this conference, we are offering the tran- 
script at £50/$75 (p&p free in the UK; please 
add £5/$7.50 p&p for EC countries, £10/$15 
elsewhere). 
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ORDER FORM Q Please send me the next 12 issues of Audiotex Briefing. 
I enclose a cheque/postal order for £100/$150 (only if outside the UK or Eire). 
Name Initials . = : ' F 
Q) Please send me copy(ies) of issue(s) __—of Audiotex Briefing. 
Mr/Ms Job title I enclose a cheque/postal order for £10/$15 per copy. 
— Please send me the following studies at price shown above: 
Organisatien ____ copies of at £/US$ 
Address “4 copies of at £/US$ 
Ha copies of at £/US$ 
U | wish to pay by Visa/MasterCard; please charge to my account. 
My 7 number is (13 or 16 digits) 
Country 
Postcode _ Telephone LL TELLLELLLE] 
Address on card (if different from company address) 
Fax Telex 


Please indicate the nature of your company’s business: 


UO Service provider 

O Potential service provider 
UO Information provider 

U Telco 

QO Equipment manufacturer 


Signature 


UO) Sales promotion agency 
O) Advertising agency 


Name on card 


Expiry date 


Date 


QO) Media owner 
QO) Marketing 
O Other (please specify) 


Q) | wish to pay by cheque; amount enclosed: £/$ 
Please make cheques payable to Triton Telecom Ltd. 


Triton Telecom Ltd. 45 Kings Terrace, Camden, London NW1 OJR. Tel: 071-911 6002. Fax: 071-911 6020. 


